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Companies use marketing to increase interest in their
services or reach new customers. Therefore, SM can help
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approaches according to the selected factors. To obtain
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Introduction

The use of SM in marketing strategies is a phenomenon that is gaining in importance,
especially for B2C-oriented companies. Social media is a segment that is growing rapidly.
Social media bring risks and opportunities for companies (Effing & Spil, 2015; Kovanoviene
et al., 2021). Social media are also a component of a firm’s strategies (Li et al., 2021; Tekin &
Turhan, 2020). This importance grows with how companies perceive themselves on SM,
compared to how they perceive the activity of competitors. If a company perceives that its direct
competition uses SM, it feels particular weakness in this area. The SM usage is rising over time,
and this situation challenges all companies. They are active in an environment where customers
and employees use SM more often than some years ago (Effing & Spil, 2015). SM is an essential
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international marketing phenomenon (Gao et al., 2018; Mira & Breda, 2021). SM can be
implemented in all business enterprises, regardless of their size and focus, due to the
effectiveness and sustainability (Adda et al., 2021; Mason et al., 2021; Zavodna & Trejtnarova,
2021). SMEs are stronger in the marketing area using SM and can compete with larger
companies (Gil-Gomez et al., 2020; Amoah et al., 2021).

Companies use SM to reach potential customers and also as a way to split their messages
(Effing & Spil, 2015; Nastisin et al., 2021). Zollo et al. (2020) and Dvorsky et al. (2021) state
that active use of online marketing tools and SM could possibly be a crucial factor in reducing
the possibility of business failure. In this regard, SM influence on business performance became
especially obvious during the pandemic unlike to favorable phase of the economic cycle when
it was relatively low (Belas et al., 2021). Therefore, for many companies, it seems to be
necessary to work with SM and implement them in their strategy. The success of the
implementation depends on how sophisticated and strategically the companies work with SM.
For example, some innovative companies, such as Dell or Nokia, use SM like Facebook and
Twitter as a way how to get ideas for improving their products and services and how to develop
their business (Nambisan & Nambisan, 2008). SM can also enhance the internationalisation and
idealisation of luxury fashion brands (Wallace et al., 2020). Roberts & Piller (2016) claimed
that SM could help companies with innovations; however, their potential is rarely realised.
Many companies do not know how to use them for innovation purposes. Effing & Spil (2015)
state that it is necessary to find a way to monitor the SM environment.

This paper is focused on the relationship between internationalisation and SM. Alarcon-
del-Amo et al. (2018) emphasise that international companies undergo greater risks due to
unknown business environments. These companies can consider SM as a solution to overcome
these difficulties (Diviné et al., 2011). Rienda et al. (2021) analysed the influence of SM usage
on entrance into the international market in the case of the fashion industry in the United
Kingdom and Ireland. They concluded that SM has a positive influence on the position on
international markets. Only SMEs that invest in the development of SM are more
internationalised. This paper extends the area of analysis on countries of Visegrad Four without
particular focus on specific business areas to extend the theoretical knowledge of existing
literature regarding the SM use and its impact on internationalisation. The purpose of the paper
is to determine the impact of SM use on the internationalisation of the Visegrad Four SMEs
and to evaluate the differences between approaches to SM according to the selected factors.
The results can be useful for SMEs’ decisions about the use of SM as a part of marketing
strategy. On the other hand, the results can be important information for state agencies on areas
where SMEs need to be supported to increase their internationalisation.

The paper is structured as follows: the first chapter is focused on a critical review of
existing literature in this area. Hypotheses are derived based on a critical review. The
methodology and data set are described in the next part. The results are introduced in the
following part. They are enriched by international discussion. The last part of the paper focuses
on the conclusions and limitations of the article.

1. Literature review

Social media strategy

SM play an important role as a marketing tool in the digital era. Felix et al. (2017)
consider SM as an interdisciplinary and cross-functional marketing tool. This tool is often
connected to traditional marketing methods. Compared to traditional marketing methods, SM
is a more current marketing tool with lower cost and higher efficiency (Casal6 et al., 2020).
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Nadaraja & Yazdanifard (2013) defined several advantages and disadvantages of using SM
marketing. They point out that SM communication should first be based on core business
values. Second, the communication should be adapted to the SM strategy, and finally, the final
message should match the needs of the target market to reach the desired customer. Cheng et
al. (2019) argue that SM are crucial for SMEs because they help them improve their market
share and receive more opportunities on the international market. SMEs can build brand loyalty
and attract customers’ awareness of SM by using low marketing costs (Abed et al., 2016;
Algharabat et al., 2020; Muslim et al., 2020). The possibilities of SM usage are successful when
combining them with other e-business tools, particularly, in the e-commerce sphere (Roshchyk
et al., 2022), including means of customers involvement (Akimov et al., 2021; Victor et al.,
2019), as well as freelance and other forms of telework (RaiSiené et al., 2021).

Sheth (2020) identified and described five dimensions of the marketing strategy: access,
affordability, acceptance, awareness, and activation. The marketing strategy should be created
following local cultures and regulations and should also be recognized globally. Only in this
case can the marketing strategy be effective in both local and international markets. The author
states that international marketing can also be useful in the domestic market because it is more
heterogeneous concerning lifestyles. The connection between marketing and SM was published
by Zollo et al. (2020) with several results. Their study emphasises the importance of providing
current and relevant information about the brand to meet the needs of customers. The SM
marketing strategy must be carefully designed to provide appropriate social interactions and
benefits that improve social status, reputation, and self-presentation. The SM strategy may be
a key asset for effective organizational management (Brynjolfsson & McAfee, 2014,
Brynjolfsson et al., 2018; Furman & Seamans, 2019).

Vinerean (2017) highlights the importance of a strategic SM marketing topic. The author
collects definitions of SM and social media marketing in eight areas. The main characteristic
pillars of SM are Internet applications, interactions, electronic word-of-mouth (eWOM), and
business objectives. There are more products and services purchased online in the digital era.
Therefore, it is crucial to consider the use of SM and online shopping possibilities (Lindsey-
Mullikin & Borin, 2017). If communication on the Internet is developed and shared on SM,
brand awareness can be strengthened (Vinerean, 2017). Gao et al. (2018) conducted research
focused on social media branding strategy related to an international brand in local markets.
They pointed out that SM platforms help companies reach a considerable audience. Marketing
strategies focused on short-term results are probably not rare and do not lead to a stable strategy.
The truly social media strategy needs to have a clear framework and be updated over time.

Annabi & McGann (2013) emphasise that social media tools have clear potential to help
organizations improve the process of knowledge sharing among employees and lead to the
improvement of strategic management. The role of knowledge sharing by SMEs is also
expressed by Mura et al. (2021). Effing & Spil (2015) introduce a social strategy cone. They
have concluded that social media strategy covers seven key elements. The social strategy cone
considers the three levels of maturity of the SM strategy. According to the authors, with the
social strategy cone, the review of the existing SM strategies can be done and a new SM strategy
can be created as well.

The social media strategy is essential for start-ups that often implement this strategy to
internationalise their services (Boulocher-Passet et al., 2019). By expanding into new markets,
these companies can attract more customers (Rasmussen & Tanev, 2015). According to Wu
(2017), the important role of internationalisation and implementation of the right marketing
strategy is social capital. The importance of networks gained by using the social media strategy
is also related to company efficiency (Stoian et al., 2017) or to the speed process of
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internationalisation (Li et al., 2015).). Smekalova et al. (2014) emphasise the support for SMEs
from the external environment.

The adoption of the new social media strategy is closely related to the willingness to
adopt information and communication technologies (ICT). Many studies confirm that the age
of small businesses is an important factor in using new technologies and ICT (Addaetal., 2021,
Cireraetal., 2016; Mwantimwa, 2019; Parveen et al., 2016). Zufan et al. (2020) state that there
Is no difference between the SM use in SMEs according to their size and length of activity in
the business environment. Older businesses are more sensitive in the case of some investments
in new technologies and SM networks (Perrigot et al., 2012). On the contrary, some authors
argue that older companies adapt to ICTs faster and are in this area more active than younger
ones (Grazzi & Jung, 2015; Cirera et al., 2016). Furthermore, older companies can evaluate the
advantages and disadvantages of innovations in technologies (Grazzi & Junk, 2015) and are
more active on the Internet than younger companies (Cirera et al., 2016).

The following hypotheses were derived:

H1: The social media strategy has a positive impact on the internationalisation of SMEs.

H2: There is a statistically significant difference between approaches of small and
medium companies to the social media strategy.

H3: There is a statistically significant difference between the approaches of SMEs active
on the market for more than 10 years and those younger ones to the social media strategy.

Social media and business performance

There is a significant impact of SM on small business performance (Borah et al., 2022;
Gligor & Bozkurt, 2020; Seiler et al., 2020). Some authors identified, qualified, and measured
SM returns in terms of sales performance (Yang & Kankanhalli, 2014) or the contribution of
marketing capability to SM performance (Tarsakoo & Charoensukmongkol, 2019). If
companies incorporate SM into marketing strategies, they can achieve better performance in
SM business. In addition, marketing capabilities for SM companies can help create considerable
strengths. These companies achieve more satisfactory performance than other companies. The
SM use can be perceived as a tool for organisational benefits (Privara & Kiner, 2020). Digital
marketing priorities should focus on business performance. Olson et al. (2021) introduce a list
of the top seven digital marketing priorities. The first position belongs to increasing sales. A
study by Paniagua & Sapena (2014) on the search link between business performance and SM
was published. Their research confirmed that financial performance is affected by user-
generated content on SM. Yasa et al. (2020) determined a strategy based on social media
promotion, business values, and business performance. The results of their research show that
SM based on business strategy has a positive and significant effect on business performance.
SM is not only used to gain new customers or markets or also to seek new employees (Rozsa
& Machova, 2020). Quinton & Wilson (2016) analysed the relationship between business
performance and the use of the SM known as LinkedIn. They examined whether using these
SM can lead to new business and enhance business performance. SM is used as a platform for
communication, strengthening of relationships, building trust, supporting brands, and
increasing sales (Leonardi & Vaast, 2017; Wang et al., 2016). Singh & Sinha (2017) state that
cost-efficient and sales growth are the main benefits of SM for business. Cerchia (2016) shows
benefits caused by the SM use, such as growing sales and profitability, gaining new customers,
and their retention.

Rohrbeck (2010) confirms that ICTs can help companies achieve higher business
performance. Rozak et al. (2021) conclude that SM and their digital strategy positively affect
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company performance. The authors summarise that the implementation of digital strategy and
SM use can help companies reduce costs, improve communication, and increase collaboration
skills. The success of increasing performance in social networks is highly influenced by the
digitising abilities of employees and their digital experiences (Lombardo et al., 2021; Mazza &
Palermo, 2018). Harsch & Festing (2020) claim that implementing SM use in company strategy
can help organisational agility and better business performance.

To develop the social media strategy and strengthen business performance, companies
must consider some investments. Li et al. (2021) state that the social media strategy should be
created with respect to the internal company systems to improve the SM capabilities. These
capabilities are crucial to developing a sustainable and competitive advantage of a company in
the market and to its financial performance. To measure how efficient investments are on SM,
ROI can be used. The issue of ROl of SM marketing programmes was published by Silva et al.
(2020). The authors aimed to evaluate the return on investment (ROI) of their SM marketing
programmes. They adopt financial and non-financial measures to evaluate investments in the
SM campaigns. Kumar et al. (2013) show that SM can be used to improve business performance
(sales growth, ROI, and brand awareness growth).

The following hypotheses were derived:

H4: Business performance as a result of the SM use positively impacts the
internationalisation of SMEs.

H5: There is a statistically significant difference between SMEs and micro companies
in perceiving SM as a support of business performance.

H6: There is a statistically significant difference between the SMEs active on the market
for more than 10 years and those younger ones in perceiving SM as a support of business
performance.

2. Methodological approach

The aim of the paper is to determine the impact of the use of SM on the
internationalisation of the Visegrad Four SMEs and to evaluate the differences between the
approaches to SM according to the selected factors. The study focuses on different perceptions
of the SM use concerning the size of the company and the length of the business. The conceptual
framework is described in the following picture.

Social media use

@ )

Length of the 3 Social media H1

business strategy

activity \

Internationalisation ]
H6
~
_ Business H4
Size of the company H2 performance

5\ ?,

Figure 1. Conceptual Framework
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Source: own compilation

Data collection was carried out in 2019-2020 and was organised by Tomas Bata
University in Zlin. The online questionnaires were submitted by the owner or senior manager
in SMEs from countries of Visegrad Four (the Czech Republic, CZ, Slovakia, SK, Poland, PL,
and Hungary, HU). Non-probability sampling (Schillewaert et al., 1998) was employed to
choose SMEs from national databases (CZ and SK — Cribis, PL — Central Registration and
Information on Business, and HU — Hungarian Chamber of Commerce and Industry). In total,
8,250 SMEs from the Czech Republic, 10,100 SMEs from Slovakia, 7,680 SMEs from Poland,
and 8,750 SMEs from Hungary were addressed. The response rate was 5% on average. In the
end, 1,585 fully competing questionnaires were used for analysis.

The questionnaire included 77 items and was divided into several sections. In this paper,
the SM usage, internationalisation, and firm basis characteristics were addressed. The following
statements were analysed to fulfil the objective of the paper:

ST1: Our company has a clear strategy on how to use SM.

ST2: SM supports the growth of our company’s performance.

The respondents could answer as follows: Al — Strongly agree, A2 - agree, A3 - neither
agree nor disagree, A4 - disagree, A5 - strongly disagree.

The basic characteristics of the respondents are given in the table below:

Table 1. Sample Description
Source: own compilation

Company Size Respondent’s Gender

Micro companies 61.6% Male 68.2%
SMEs 38.4% Female 31.8%
Area of Business Education of the Respondent

Services 35.3% Secondary Education 28.2%
Production 17.0% Bachelor’s Degree 14.3%
Trade 16.3% Master’s Degree 50.0%
Civil Engineering 9.8% Doctoral Degree 7.5%
Agriculture 6.1% Age of the Respondent

Transport 3.3% Till 35 years 19.7%
Tourism 2.8% From 36-55 years 58.5%
Other Business 9.4% Activity on the International Market

Length of the Business Activity International companies 30.5%
Under 10 years 33.8% National companies 69.50%
Above 10 years 66.2%

The t-test (also known as the Student’s t-test and the two-sample t-test) was used to
compare the means of two data sets. The chi-square test was applied to assess differences
between variables. The level of significance was 5% (o= 0.05). Data analysis was performed
with SPSS 23 software; univariate analysis (Ho, 2006) was performed to provide both a general
overview of the results and to test the solidity of the hypothesis.

3. Results and discussion

The findings were illustrated in the following (Metzker et al., 2021), describing each of
the research hypotheses formulated in this paper.

From the first point of view, the findings disconfirm that the adoption of a specific social
media strategy has a positive impact on the internationalisation of SMEs. In fact, as Tables 2
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and 3 show, there are no statistically significant differences as shown by the T-Test procedure
(mean, standard deviation, and t-value) between exporting businesses and those that do not.
The Chi-square test did not confirm the statistically significant differences between these two
variables (7.5122, the p-value is 0.111172). Thus, the H1 hypothesis was rejected. This fact
means that there is no relationship between the social media strategy and the internationalisation
of SMEs in the countries of Visegrad Four. It has not been confirmed that companies active
only in the domestic market do not have a clear social media strategy, which can be an obstacle
to entering the international market. The results are contrary to the results of Rienda et al.
(2021). The research results conducted by Li et al., 2015 and Wu (2017) could not be confirmed.

Table 2. Group statistics (H1)

ST1: Our company has a clear strategy on Mean Std. Std. Error
how to use SM. Deviation Mean
International companies 2.895 1.2701 .0659
National companies 2.994 1.2351 .0425

Source: own compilation

Table 3. Independent Sample Test (H1)
ST1: Our company has a clear strategy on how to use SM.
Levene's Test

for Equality of T-test for Equality of Means
Variances

Mean Std. 95% CI of the

= Sig. t of Slg. (2- Differen E_rror Difference
tailed) ce Differe Lower Unper

nce PP
A* 1748 186 -1.279 1215 .201 -0992 .0776  -.2514 .0530
NA* -1.265  688.620 .206 -0992 .0784  -2532 .0548

Note: A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation

H2 concerned the adoption of the social media strategy by SMEs according to their size.
After aggregating the firms into size variables, they were correlated with their social media
strategy adoption. As Tables 4 and 5 show, there are no statistically significant differences
between them. Therefore, the H2 hypothesis was rejected since there are no statistically
significant deviations (std deviation value = 1.2699-1.2057). Chi-square did not confirm any
statistically significant differences between the variables (3.7841, the p-value is 0.436018).

Table 4. Group statistics (H2)

ST1: Our company has a clear strategy on how to Mean Std. Std. Error
use SM. Deviation Mean
Micro companies 2.992 1.2699 .0461
SME 2.917 1.2057 .0564

Source: own compilation
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Table 5. Independent Sample Test (H2)
ST1: Our company has a clear strategy on how to use SM.

Levene's Test for
Equality of T-test for Equality of Means
Variances
95%

Sig. Confidence
F Sig. t df (2- Di:‘\geeraerr:ce stfelrzer;(ég Interval of the
tailed) Difference
Lower Upper
A* 1.237 266 1.020 1215 .308 0753 .0738 -0695 .2200
NA* 1.033 999.960 .302 0753 0728 -.0676 .2182

Note: A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation

Despite sample differences between SMEs active on the market for more than 10 years
and younger ones, no significant differences have been reported. According to Tables 6 and 7,
SMESs’ age and, therefore, experience does not statistically impact (according to the T-test
procedure) on the SM strategy. Chi-square did not confirm statistically significant differences
between variables (8.7173, p-value is.068568). It follows that H3 has been rejected. This result
confirms previous research by Zufan et al. (2020). They stated that there is no difference
between the use of SM in SMEs according to their size. In contrast, the findings of Perrigot et
al. (2012) confirm that older businesses are more sensitive to investing in new technologies,
and they are not willing to change their internal processes.

Table 6. Group statistics (H3)

ST1: Our company has a clear strategy on how to Mean Std. Std. Error
use SM. Deviation Mean
Companies under 10 years 2.865 1.2761 .0615
Companies over 10 years 3.018 1.2270 .0438

Source: own compilation

Table 7. Independent Sample Test (H3)
ST1: Our company has a clear strategy on how to use SM.
Levene's Test
for Equality T-test for Equality of Means
of Variances

95% Confidence

E si t Jf S('Zg Mean Std. Error Interval of the
g tailed) Difference Difference Difference
Lower Upper
A* 4887 .027 -2.043 1215 .041 -.1524 .0746 -.2987 -.0060
NA* -2.020 855.980 .044 -.1524 .0755 -.3005 -.0043

Note: A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation

The third slot of the hypotheses tested concerns the correlations that company business
performance has on the same variables indicated above: adoption of the SM strategy, firm size,
and age.
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Regarding H4 (Tables 8 and 9), the company’s business performance has been
investigated through the lens of adoption of SM and no significant correlation (t value = 0.999
—1.011) was found between the variables. According to the managers of the two SMEs clusters
(export and no export), there is no association between the growth of business performance
through the SM strategy and the internationalisation of the SMEs. The Chi-square test did not
confirm any significant correlation (2.528; the p-value is 0.639622). Therefore, H4 is rejected.

Table 8. Group statistics (H4)

ST2: SM supports the growth of our company’s Mean Std. Std. Error
performance. Deviation Mean
International companies 3.167 1.2342 .0641
National companies 3.089 1.2735 .0438

Source: own compilation

Table 9. Independent Sample Test (H4)
ST2: SM supports the growth of our company’s performance.

Levene's
Egjzrigljrof T-test for Equality of Means
Variances
Sig. 95% Confidence
E Sig ¢ Jf (2- _Mean SFd. Error Inte_rval of the
' h Difference  Difference Difference
tailed)
Lower  Upper
A* 376 540 999 1215 318 .0785 .0786 -0757 .2326
NA* 1.011 726.755 312 .0785 .0776 -.0739 .2308

Note: A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation

In terms of a comprehensive comparison of the size classification and business
performance examined, no statistically significant differences were recorded in the positive and
nonpositive responses. Based on the t-value, std. deviation and mean differences (Tables 10 and
11), the H5 hypothesis was rejected for all SMEs studied. Chi-square did not confirm
statistically significant differences between variables (8.6295, the p-value is 0.07105). This
result agrees with the result of Zufan et al. (2020). Their results do not confirm any dependence
between the SM use and the size of the business.

Table 10. Group statistics (H5)

ST2: SM supports the growth of our company’s Mean Std. Std. Error
performance. Deviation Mean
Micro companies 3.082 1.2910 .0468
SMEs 3.164 1.2110 .0566

Source: own compilation
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Table 11. Independent Sample Test (H5)
ST2: SM supports the growth of our company’s performance.

Levene's T-test for Equality of Means
Test for
Equality of
Variances
F Sig. t df Sig. Mean Std. Error  95% Confidence
(2- Difference  Difference Interval of the
tailed) Difference
Lower  Upper
1549 213 -1.105 1215 .269 -.0825 0747 -2290  .0640
A*
NA* -1.123  1009.085  .262 -.0825 0735 -2268  .0617

Note: A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation

Lastly, the sociodemographic variable of the age of SMEs has no impact on SM as a
tool to prompt firm performance on the market. As Tables 12 and 13 illustrate, the t-test for the
equality of means does not show any statistically significant divergence (t-value = 5.358 —
5.272; mean difference = 0.4006) nor deviation (std deviation range = 1.22-1.29). After a
detailed Chi-square analysis, this test revealed statistically significant differences in the
structure of responses (chi-square 33.9206, the p-value is < 0.00001). Therefore, H6 was
confirmed.

Table 12. Group Statistics (H6)

ST2: SM supports the growth of our company’s Mean Std. Std. Error
performance. Deviation Mean
Companies under 10 years 2.854 1.2920 .0622
Companies over 10 years 3.254 1.2225 .0436

Source: own compilation

Table 13. Independent Sample Test (H6)
ST2: SM supports the growth of our company’s performance.

Levene's Test T-test for Equality of Means
for Equality of
Variances
F Sig. t df Sig. (2-  Mean Std. Error  95% Confidence Interval
tailed)  Differe  Difference of the Difference
nce Lower Upper
1.318 .251 -5.358 1215 .000  -.4006 .0748 -5473 -.2539
A-k
NA -5.272  844.342 .000  -.4006 .0760 -.5498 -.2515
*

A* - Equal variances assumed; NA* - Equal variances not assumed
Source: own compilation
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Tab 14. Chi-square test
ST2: SM supports the growth of our company’s performance.

Companies under 10 years Companies over 10 years
Strongly agree 16.5% 7.7%
Agree 27.6% 21.7%
Neither agree nor disagree 24.6% 28.2%
Disagree 16.7% 22.1%
Strongly disagree 14.6% 20.3%

Chi-square 33.9206, the p-value is < 0.00001

Source: own compilation

If the structure of the responses is analysed in more detail, we can see a disproportion.
Companies under 10 years agree with the statement that SM supports the growth of the
company more than older companies (under 10 years — 44.1%, over 10 years — 29.4%). More
than 40% of the older companies disagree with this statement (compared to 30% of the younger
companies). It seems that companies that have been on the market for a longer period of time
are more pessimistic about the use of SM and their impact on company performance than
younger companies. These results are not fully compatible with the opinions of many authors
about the SM use and social media strategy and their positive impact on business performance
(e.g., Borah et al., 2022; Gligor & Bozkurt, 2020; Seiler et al., 2020). There can be several
reasons for these contrary results. Companies that disagreed with the statement could use SM
to publish incorrect content (which would be following the results of Paniagua & Sapena
(2014). SMEs that do not consider SM as a tool to increase business performance may not
emphasise the role of employees in this process. Employees must have experience in this area
(Lombardo et al., 2021; Mazza & Palermo, 2018).

Conclusions

The purpose of the paper was to analyse the impact of the use of SM to gain a new
market in the process of internationalisation of SMEs in the countries of Visegrad Four. Two
areas that can influence internationalisation within the SM use were selected. The first area was
focused on social media strategy, and the second was focused on SM and business performance.
Two factors that can influence the approach to selected areas were also evaluated. First, the size
of the company was tested as a statistically significant factor that influences the use of SM.
Second, the length of the business was also evaluated as a statistical factor in the use of SM.
There were no statistically significant differences between the use of SM by national and
international companies. Neither statistically significant differences were found in the case of
the first factor, the size of the company, and its impact on the usage of SM. However, the length
of the business was confirmed as a statistically significant factor in the case of the use of SM
and its impact on company performance. Companies that have been active on the market for
more than 10 years are more pessimistic about the impact of the use of SM on company
performance. In the case of SM strategy, this factor was not confirmed as statistically
significant.

This paper analyses only two factors related to the use of SM (social media strategy and
social media and their impact on business performance). No specific types of SM have been
analysed. Therefore, these questions could seem too general. Some of the managers could
consider SM as those focused on SM (LinkedIn). Some of them could understand SM as a tool
for marketing (Facebook, Instagram, etc.). The opinion of the managers on the subject was
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given as a response to the questions. Only companies in four countries in Europe were analysed,
therefore, the results cannot be generalised.

Future research can focus on the analysis of different groups of SM and can analyse the
deep opinion or usage of SMEs in their daily practice.

References

Abed, S., Dwivedi, Y., & Williams, M. (2016). Social commerce as a business tool in Saudi
Arabia's SMEs. International Journal of Indian Culture and Business Management,
13(1), 1-19. https://doi.org/10.1504/1JICBM.2016.077634

Adda, G., Dokor, G., Azigwe, J., & Odai, N. (2021). Management commitment and corporate
sustainability integration into small and medium-scale enterprises: A mediation effect of
strategic decision-making. Economics, Management and Sustainability, 6(2), 6-20.
https://doi.org/10.14254/jems.2021.6-2.1

Akimov, O. O., Karpa, M. I., Parkhomenko-Kutsevil, O., Kupriichuk, V., & Omarov, A.
(2021). Entrepreneurship education of the formation of the e-commerce managers
professional qualities. International Journal of Entrepreneurship, 25(7), 1-8.

Alarcon-del-Amo, M., Rialp-Criado, A., & Rialp-Criado, J. (2018). Examining the impact of
managerial involvement with social media on exporting firm performance. International
Business Review, 27(2), 355-366.

Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating
the antecedents of customer brand engagement and consumer-based brand equity in social
media. Journal of Retailing and Consumer Services, 53, 101767.
https://doi.org/10.1016/j.jretconser.2019.01.016

Amoah, J., Jibril, A.B., Luki, B.N., Odei, M.A., & Yawson, C. (2021). Barriers of SMEs’
sustainability in sub-Saharan Africa: a pls-sem approach. International Journal of
Entrepreneurial Knowledge, 9(1), 10-24. https://doi.org/10.37335/ijek.v9i1.129

Annabi, H., & McGann, S., T. (2013). Social Media as the Missing Link: Connecting
Communities of Practice to Business Strategy. Journal of Organizational Computing and
Electronic Commerce, 23(1-2), 56-83, https://doi.org/10.1080/10919392.2013.748608

Belés, J., Amoah, J., Dvorsky, J., & Sulet, P. (2021). The importance of social media for
management of SMEs. Economics and  Sociology, 14(4), 118-132.
https://doi.org/10.14254/2071-789X.2021/14-4/7

Borah, P. S., Igbal, S., & Akhtar, S. (2022). Linking social media usage and SME's sustainable
performance: The role of digital leadership and innovation capabilities. Technology in
Society, 68, 101900. https://doi.org/10.1016/j.techsoc.2022.101900

Boulocher-Passet, V., Daly, P., & Ruaud, S. (2019). Merci Handy: From start-up to born-
global? The International Journal of Entrepreneurship and Innovation, 20(4), 301-309.

Brynjolfsson, E., & McAfee, A. (2014). The second machine age: Work, progress, and
prosperity in a time of brilliant technologies. New York: WW Norton & Company.

Brynjolfsson, E., Mitchell, T., & Rock, D. (2018). What Can Machines Learn, and What Does
It Mean for Occupations and the Economy? AEA Papers and Proceedings, 108, 43-47.

Casald, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020). Be creative, my friend! Engaging users
on Instagram by promoting positive emotions. Journal of Business Research, 130, 416-
425. https://doi.org/10.1016/j.jbusres.2020.02.014

Cirera, X., Lage, F., & Sabetti, L. (2016). ICT Use, Innovation, and Productivity Evidence from
Sub-Saharan Africa. World Bank Policy Research Working Paper 7868. Trade and
Competitiveness Global Practice Group.

Economics & Sociology, Vol. 15, No. 1, 2022


https://doi.org/10.1504/IJICBM.2016.077634
https://doi.org/10.14254/jems.2021.6-2.1
https://doi.org/10.1016/j.jretconser.2019.01.016
https://doi.org/10.37335/ijek.v9i1.129
https://doi.org/10.14254/2071-789X.2021/14-4/7
https://doi.org/10.1016/j.techsoc.2022.101900
https://doi.org/10.1016/j.jbusres.2020.02.014

280
Zuzana Viglerova, Jan Kramolis, ISSN 2071-789X
Nicola Capolupo
INTERDISCIPLINARY APPROACH TO ECONOMICS AND SOCIOLOGY

Cheng, C. C. J., & Shiu, E. C. (2019). How to enhance SMEs customer involvement using
social media: The role of Social CRM. International Small Business Journal:
Researching Entrepreneurship, 37(2), 22-42.
https://doi.org/10.1177/0266242618774831

Diviné, M., Schumacher, M., & Stal-Le Cardinal, J. (2011). Learning virtual teams: how to
design a set of Web 2.0 tools? International Journal of Technology Management, 55
(3/4), 297-308.

Effing, R., & Spil, A. A. M. (2015). The social strategy cone: Towards a framework for
evaluating social media strategies. International Journal of Information Management.
36(1), 1-8. https://doi.org/10.1016/j.ijinfomgt.2015.07.009

Cerchia, A. E. (2016). Social Media — a Strategy in Developing Customer Relationship
Management. Procedia Economics and Finance, 39, 785-790.
https://doi.org/10.1016/S2212-5671(16)30266-0

Dvorsky, J., Cepel, M., Kotaskova, A. & Buganova, K. (2021). Differences in business risk
effects on the future of SMEs due to Covid-19 pandemic. International Journal of
Entrepreneurial Knowledge, 9(2), 14-31. https://doi.org/10.37335/ijek.v9i2.144

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social media
marketing: A holistic framework. Journal of Business Research, 70, 118-126.

Furman, J., & Seamans, R. (2019). Al and the Economy. Innovation Policy and the Economy,
19(1), 161-191.

Gao, H., Tate, M., Zhang, H., Chen, S., & Liang, B. (2018). Social Media Ties Strategy in
International Branding: An Application of Resource-Based Theory. Journal of
International Marketing, 26(3), 45-69. https://doi.org/10.1509/jim.17.0014

Gil-Gomez, H., Guerola-Navarro, V., Oltra-Badenes, R., & Lozano-Quilis, J. A. (2020).
Customer relationship management: digital transformation and sustainable business
model innovation. Economic Research-Ekonomska Istrazivanja, 33(1), 2733-2750.
https://doi.org/10.1080/1331677X.2019.1676283

Gligor, D., & Bozkurt, S. (2020). FSQCA versus regression: The context of customer
engagement. Journal of Retailing and Consumer Services, 52, 101929.
https://doi.org/10.1016/j.jretconser.2019.101929

Grazzi, M., & Jung, J. (2015). ICT, innovation and productivity: evidence from Latin American
firms. IACEA

Harsch, K., & Festing, M. (2020). Dynamic talent management capabilities and organizational
agility—A qualitative exploration. Human Resource Management, 59(1), 43-61.
https://doi.org/10.1002/hrm.21972

Ho, R. (2006). Handbook of univariate and multivariate data analysis and interpretation with
SPSS. United Kingdom: Chapman and Hall/CRC.

Kovanoviene, V., Romeika, G., & Baumung, W. (2021). Creating Value for the Consumer
Through Marketing Communication Tools. Journal of Competitiveness, 13(1), 59-75.
https://doi.org/10.7441/joc.2021.01.04

Kumar, V., Bhaskaran, V., Mirchandani, R., & Shah, M. (2013). Creating a Measurable Social
Media Marketing Strategy: Increasing the Value and ROI of Intangibles and Tangibles
for Hokey Pokey. Marketing Science, 32(2), 194-212.
https://doi.org/10.1287/mksc.1120.0768

Leonardi, P. M., & Vaast, E. (2017). Social media and their affordances for organizing: A
review and agenda for research. Academy of Management Annals, 11(1), 150-188.

Li, F., Larimo, J. & Leonidou, L.C. (2021). Social media marketing strategy: definition,
conceptualization, taxonomy, validation, and future agenda. Journal of Academy
Marketing Science, 49, 51-70. https://doi.org/10.1007/s11747-020-00733-3

Economics & Sociology, Vol. 15, No. 1, 2022


https://doi.org/10.1177/0266242618774831
https://doi.org/10.1016/j.ijinfomgt.2015.07.009
https://doi.org/10.1016/S2212-5671(16)30266-0
https://doi.org/10.37335/ijek.v9i2.144
https://doi.org/10.1509/jim.17.0014
https://doi.org/10.1080/1331677X.2019.1676283
https://doi.org/10.1016/j.jretconser.2019.101929
https://doi.org/10.1002/hrm.21972
https://doi.org/10.7441/joc.2021.01.04
https://doi.org/10.1287/mksc.1120.0768
https://doi.org/10.1007/s11747-020-00733-3

281
Zuzana Viglerova, Jan Kramolis, ISSN 2071-789X
Nicola Capolupo
INTERDISCIPLINARY APPROACH TO ECONOMICS AND SOCIOLOGY

Li, L., Qian, G., & Qian, Z. (2015). Speed of internationalization: Mutual effects of individual-
and company- level antecedents. Global Strategy Journal, 5(4), 303-320.

Lindsey-Mullikin, J., & Borin, N. (2017). Why strategy is key for successful social media sales.
Business Horizons, 60(4), 473-482. https://doi.org/10.1016/j.bushor.2017.03.005

Lombardo, G., Mordonini, M., & Tomaiuolo, M. (2021). Adoption of social media in socio-
technical  systems: A  survey. Information (Switzerland), 12(3). 132.
https://doi.org/10.3390/info12030132

Mason, A. N., Narcum, J., & Mason, K. (2021). Social media marketing gains importance after
Covid-19. Cogent Business and Management, 8(1), 1870797.
https://doi.org/10.1080/23311975.2020.1870797

Mazza, B., & Palermo, A. (2018). Social media content for business and user engagement on
Facebook. ESSACHESS - Journal for Communication Studies, 11(1), 49-73.

Metzker, Z., Belas, J., & Amoah, J. (2021). The Perception of Using Social Media — A
Comparison of Entrepreneurs Implementing CSR in Managerial Practice and other
Entrepreneurs in Selected V4 Countries. Marketing and Management of Innovations, 2,
191-203. https://doi.org/10.21272/mmi.2021.2-16

Mira, M.R., & Breda, Z.J. (2021). Internationalization of Tourism Destinations: Networking
systems management. Journal of Tourism and Services, 23(12), 105-131.
https://doi.org/10.29036/jots.v12i23.285

Mura, L., Zsigmond, T., & Machova, R. (2021). The effects of emotional intelligence and ethics
of SME employees on knowledge sharing in central-European countries. Oeconomia
Copernicana, 12(4), 907-934. https://doi.org/10.24136/0c.2021.030

Muslim, A., Harun, A., Ismael, D., & Othman, B. (2020). Social media experience, attitude and
behavioral intention towards umrah package among generation X and Y. Management
Science Letters, 10(1), 1-12. https://doi.org/10.5267/j.msl.2019.8.020

Mwantimwa, K. (2019). ICT usage to enhance firms’ business processes in Tanzania. Journal
of Global Entrepreneurship Research, 9(46). https://doi.org/10.1186/s40497-019-0170-6

Nadaraja, Y., & Yazdanifard, R. (2013). Social media Marketing: Advantages and
Disadvantages. Kuala Lumpur: Centre of Southern New Hampshire University.

Nambisan, S., & Nambisan, P. (2008). How to profit from a better virtual customer
environment. MIT Sloan Management Review, 49(3), 53-61.

Nastisin, L., Gavurova, B., Bacik, R., Svetozarovova, N., & Fedorko, R. (2021). Sustainable
performance of players in the global aviation industry in the light of multi-factor analysis
of online reputation. International Journal of Entrepreneurial Knowledge, 9(1), 1-9.
https://doi.org/10.37335/ijek.v9i1.130

Olson, E. M., Olson, K. M., Czaplewski, A. J., & Key, T. M. (2021) Business strategy and the
management of digital marketing. Business Horizons, 64(2), 285-293.
https://doi.org/10.1016/j.bushor.2020.12.004

Paniagua, J., & Sapena, J. (2014) Business performance and social media: Love or hate?
Business Horizons, 57, 719-728.

Parveen, F., Jaafar, N. I, & Ainin, S. (2015). Social media usage and organizational
performance: Reflections of Malaysian social media managers. Telematics and
Informatics, 32(1), 67-78.

Perrigot, R., Kacker, M., Basset, G., & Cliquet, G. (2012). Antecedents of early adoption and
use of social media networks for stakeholder communications: Evidence from
franchising. Journal of Small Business Management, 50(4), 539-565.

Privara, A., & Kiner, A. (2020). Immigrant Employment in the Slovak Hospitality Industry:
Profiles, Experience, and Education. Journal of Tourism and Services, 11(21), 166-182.
https://doi.org/10.29036/jots.v11i21.223

Economics & Sociology, Vol. 15, No. 1, 2022


https://doi.org/10.1016/j.bushor.2017.03.005
https://doi.org/10.3390/info12030132
https://doi.org/10.1080/23311975.2020.1870797
https://doi.org/10.21272/mmi.2021.2-16
https://doi.org/10.29036/jots.v12i23.285
https://doi.org/10.24136/oc.2021.030
https://doi.org/10.5267/j.msl.2019.8.020
https://doi.org/10.1186/s40497-019-0170-6
https://doi.org/10.37335/ijek.v9i1.130
https://doi.org/10.1016/j.bushor.2020.12.004
https://doi.org/10.29036/jots.v11i21.223

282
Zuzana Viglerova, Jan Kramolis, ISSN 2071-789X
Nicola Capolupo
INTERDISCIPLINARY APPROACH TO ECONOMICS AND SOCIOLOGY

Quinton, S., & Wilson, D. (2016). Tensions and ties in social media networks: Towards a model
of understanding business relationship development and business performance
enhancement through the use of LinkedIn. Industrial Marketing Management, 54, 15-24.
https://doi.org/10.1016/j.indmarman.2015.12.001

Raisiené, A. G., Rapuano, V., Dory, T., & Varkuleviciate, K. (2021). Does telework work?
Gauging challenges of telecommuting to adapt to a “new normal”. Human
Technology, 17(2), 126-144. https://doi.org/10.14254/1795-6889.2021.17-2.3

Rasmussen, E. S., & Tanev, S. (2015). The Emergence of the Lean Global Startup as a New
Type of Firm. Technology Innovation Management Review, 5(11), 12-109.

Rienda, L., Ruiz-Fernandez, L., & Carey, L. (2021). Analysing trademark and social media in
the fashion industry: Tools that impact performance and internationalization for SMEs.
Journal of Fashion Marketing and Management, 25(1), 117-132.
https://doi.org/10.1108/JFMM-03-2020-0035

Roberts, D.B., & Piller, F. (2016). Finding the right role for social media in innovation. MIT
Sloan Management Review, 57(3), 41-47.

Rohrbeck, R. (2010). Harnessing a Network of Experts for Competitive Advantage:
Technology Scouting in the ICT Industry. R&D Management, 40(2), 169-180.
https://doi.org/10.1111/].1467-9310.2010.00601.x

Roshchyk, 1., Oliinyk, O., Mishchuk, H., Bilan, Y. (2022). IT Products, E-Commerce, and
Growth: Analysis of Links in Emerging Market. Transformations in Business &
Economics, 21(1), 209-227.

Rozak, H., Adhiatma, A., Fachrunnisa, O., & Rahayu, T. (2021). Social media engagement,
organizational agility and digitalization strategic plan to improve SMEs’ performance.
IEEE Transactions on Engineering Management, In Press.
https://doi.org/10.1109/TEM.2021.3085977

Rozsa, Z., & Machova, V. (2020). Factors Affecting Job Announcement Competitiveness on
Job  Listing  Websites. Journal of Competitiveness, 12(4), 109-126.
https://doi.org/10.7441/joc.2020.04.07

Schillewaert, N., Langerak, F., & Duharnel, T. (1998). Non-probability sampling for WWW
surveys: a comparison of methods. Market Research Society Journal, 40(4), 1-13.

Seiler, A., Papanagnou, C., & Scarf, P. (2020). On the relationship between financial
performance and position of businesses in supply chain networks. International Journal
of Production Economics, 227, 107690. https://doi.org/10.1016/].ijpe.2020.107690

Sheth, J. N. (2020). Borderless media: rethinking international. Marketing Journal of
International Marketing, 28(1), 3-12. https://doi.org/10.1177/1069031X19897044

Silva, S. C., Duarte, P. A. O., & Almeida, S. R. (2020). How companies evaluate the ROI of
social media marketing programmes: insights from B2B and B2C. Journal of Business &
Industrial Marketing, 35(12), 2097-2110. https://doi.org/10.1108/JB1M-06-2019-0291

Singh, T. P., & Sinha, R (2017). The impact of social media on business growth and
performance in India. International Journal of Research in Management & Business
Studies, 4(1), 2348-6503.

Smekalova, L., Hajek, O., Belas, J., & Machacek, J. (2014). Perception of small and medium
entrepreneurship in the Czech Republic. Journal of Competitiveness, 6(4), 41-49.
https://doi.org/10.7441/joc.2014.04.03

Stoian, M., Rialp, J., & Dimitratos, P. (2017). SME networks and international performance:
Unveiling the significance of foreign market entry mode. Journal of Small Business
Management, 55(1), 128-148.

Economics & Sociology, Vol. 15, No. 1, 2022


https://doi.org/10.1016/j.indmarman.2015.12.001
https://doi.org/10.14254/1795-6889.2021.17-2.3
https://doi.org/10.1108/JFMM-03-2020-0035
https://doi.org/10.1111/j.1467-9310.2010.00601.x
https://doi.org/10.1109/TEM.2021.3085977
https://doi.org/10.7441/joc.2020.04.07
https://doi.org/10.1016/j.ijpe.2020.107690
https://doi.org/10.1177/1069031X19897044
https://doi.org/10.1108/JBIM-06-2019-0291
https://doi.org/10.7441/joc.2014.04.03

283
Zuzana Viglerova, Jan Kramolis, ISSN 2071-789X
Nicola Capolupo
INTERDISCIPLINARY APPROACH TO ECONOMICS AND SOCIOLOGY

Tarsakoo, P., & Charoensukmongkol, P. (2019) Contribution of marketing capability to social
media business performance. ASEAN Journal of Management & Innovation, 6(1), 75-87.
https://doi.org/10.14456/ajmi.2019.6

Tekin, O. A., & Turhan, A. A. (2020). Does social media addiction differ by personality traits?
A study on undergraduate tourism students. Journal of Tourism and Services, 22(12), 23-
41. https://doi.org/10.29036/jots.v12i22.220

Victor, V., Thoppan, J. J., Fekete-Farkas, M., & Grabara, J. (2019). Pricing strategies in the era
of digitalisation and the perceived shift in consumer behaviour of youth in Poland.
Journal of International Studies, 12(3), 74-91. https://doi.org/10.14254/2071-
8330.2019/12-3/7

Vinerean S. (2017). Importance of strategic social media marketing. Expert Journal of
Marketing, 5(1), 28-35.

Wallace, E., Buil, I., & Catalan, S. (2020). Facebook and luxury fashion brands: self-congruent
posts and purchase intentions. Journal of Fashion Marketing and Management, 24(4),
571-588. https://doi.org/10.1108/JFMM-09-2019-0215

Wang, W. Y., Pauleen, D. J., & Zhang, T. (2016). How social media applications affect B2B
communication and improve business performance in SMEs. Industrial Marketing
Management, 54, 4-14. https://doi.org/10.1016/j.indmarman.2015.12.004

Wu, H. (2017). Examining the impact of different social capital on explorative
internationalisation. In Proceedings of the 4th International Conference on Economics
and Management (ICEM 2017), Naples, Italy, 188-192.

Yang, Y., & Kankanhalli, A. (2014). The Impact of social media marketing on online small
business performance. PACIS 2014 Proceedings. 63.

Yasa, N., Giantari, 1., Setini, M., Sarmawa, W., Rahmayanti, P., & Dharmanegara, 1. (2020).
Service strategy based on Tri Kaya Parisudha, social media promotion, business values
and business performance. Management Science Letters, 10(13), 2961-2972.

Zavodna, L., & Trejtnarova, L. (2021). Sustainable packaging in footwear industry: Case study
of PUMA. Economics, Management  And  Sustainability, 6(1), 27-33.
https://doi.org/10.14254/jems.2021.6-1.2

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship between social
media marketing and brand equity: The mediating role of consumers’ benefits and
experience. Journal of Business Research, 117, 256-267.
https://doi.org/10.1016/j.jbusres.2020.05.001

Zufan, J., Civelek, M., Hamarneh, I., & Kmeco, L. (2020). The impacts of firm characteristics
on social media usage of SMEs: Evidence from the Czech Republic. International
Journal of Entrepreneurial Knowledge, 8(1), 102-113.
https://doi.org/10.37335/ijek.v8i1.111

Economics & Sociology, Vol. 15, No. 1, 2022


https://doi.org/10.14456/ajmi.2019.6
https://doi.org/10.29036/jots.v12i22.220
https://doi.org/10.14254/2071-8330.2019/12-3/7
https://doi.org/10.14254/2071-8330.2019/12-3/7
https://doi.org/10.1108/JFMM-09-2019-0215
https://doi.org/10.1016/j.indmarman.2015.12.004
https://doi.org/10.14254/jems.2021.6-1.2
https://doi.org/10.37335/ijek.v8i1.111

	Introduction
	1. Literature review
	Social media strategy
	Social media and business performance
	2. Methodological approach
	3. Results and discussion
	Conclusions
	References

